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Abstract 
This article describes the aims to identify the degree of alignment between the technology, leadership practices on the 
one hand and the generic business strategies suggested by Porter (1996): differentiation, low cost, focus on 
differentiation and focus on low cost on the other and to obtain some insights into how these relationships 
influence business performance the aim of this paper is to what extent the technology, leadership and distribution 
practices are being developed in a manner coherent with each other and consistent with business strategy, and also 
attempt to evaluate the extent to which alignment and performance are related.[19] 
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1.Introduction 
The national center for education statistics (2000) indicates that principal leadership has been described 
as one of the most important factors affecting the effective use of and employees lack of experience in 
focusing their activities efficiently on the customers technology in organization, the claim of most 
companies to fulfill all customer requirements. 
 
 Use led to an unclear number of individual solutions for customers and especial solutions with the 
clear increase of costs in order to retain this advantage in the competition respectively develop it even 
further, it is necessary to achieve a permanent development of the leadership and technology process by 
focus on differentiation and focus on low cost on the other and to obtain some insights into how these 
relationships could be occur [15],[19],[13]. 
 
   Expanding global competition, rapidly changing markets and technology, and increasing complexity 
and uncertainty are creating a new competitive environment, Porter, M.E., 1996. claims that a proper link 
between strategy and manufacturing operations is a key to developing sustainable competitive advantage. 
To be successful in this globally competitive, rapidly changing environment, organizations must 
formulate strategic plans that are consistent with their investment in and use of manufacturing technology 
[15],[19],[13]  . 
 
Strategic sourcing and supply management offers wise managers one of the powerful opportunities 
to extract cash from the value chain and set the stage for continued product and service innovation 
and growth. The key to unlocking the value in sourcing rests with an understanding of efficient 
capital management and leadership. Capital drives everything. When the major players in the 
pharmaceutical industry were generating strong positive cash flows, capital was not an issue. Now, 
however, to maintain acceptable margins, these companies must r un  a t  a  lead er sh ip  
p i tch[9] , [8 ] .  
2.Literature Review And Hypotheses  
 These changes are causing manufacturing firms to carefully examine a shift from industrial systems 
driven by efficiency and enabled by hard-automation to post-industrial systems where success depends on 
quick response to customer demands for customized, high quality products ₃Skinner, 1969, 1986; Hayes et 
al., 1988; Doll and Vonderembse, 1991; Goldhar et al., 1991; McCutcheon  et al., 1994; Roth, 1996 
[19],[16],[11]. 
 
The connection between technology   and leadership success was rarely more than achieving high 
efficiency and low costs ₃Skinner, 1969.. In the post-industrial environment, successful strategies of-ten 
hinge on an organization’s ability to anticipate markets and to develop production systems that quickly 
design, produce, and deliver high-value products that meet specific customer needs ₃Hall, 1992; Lado et 
al., 1992; Porter, 1992; Vonderembse et al., 1997.. Porter ₃1996. claims that a proper link between strategy 
and operations is a key to developing sustainable competitive advantage [7],[11].  
 
   Large-sample empirical studies that measure a firm’s level of advanced technology, leader manager’s 
participation in strategy formulation, competitive capabilities ₃e.g.,  ability to offer a broad product line 
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and dependable delivery., and overall firm performance are not available. Research studies by Swamidass 
and Newell ₃1987. and Ward et al. ₃1994. provide  further support for these claims [1]. 
 
1. Methodology 
 
   Swamidass and Newell ₃1987.  surveyed  35 firms from the Pacific Northwest. They found that firms 
with high levels of manufacturing managers participation in strategic decision-making had higher 
performance as measured by growth in sales, return on total assets, and return on sales. Ward et al. ₃1994. 
examined 60 firms across five industries all operating in the state of Ohioas. 
 
    Here are ten ways to ensure that your alliance stays healthy and thrives:   
1. Balance the benefits among the parties Each party must believe that the benefits of the      relationship are 
mutual and equitable a win-win situation. Benefits must be clearly and evident to both parties 
communicated   
2. Align strategic goals—If the long-term strategic goals of the parties to a   relationship aren’t   
explicitly aligned at the outset, the result can be failure to capture all the benefits of the   
combination.  
 3. Clarify objectives, and be specific about expectations In  today’s markets, alliances are sometimes 
forged because other technology, leadership, management, or distributors, seem to be aligning. Parties to a 
new arrangement fear they may be left out unless a partnership is created The parties may have good 
intentions but neither side is specific about its expectations.    
 4. Create a prenuptial agreement; don’t go in without a way back outo Defining how each party can 
getout of an agreement is as important as identifying why to get into it at the start. A strategic sourcing 
partnership should exist for three to five years to make it for worthwhile each party to invest and 
develop it.    
5. Define processes and specify the ways the parties will work together; include performance measures 
and follow through Building new sourcing relationships demands that companies take the time to create 
detailed definitions of how the parties will work together, and take the time to understand how the parties 
should work together to obtain the maximum value from the relationship.       
6. Commit enough people to do the job, and commit the right kinds of people—Strategic sourcing 
alliances are among the most challenging sorts of partnerships to make succeed. They require dedicated 
talent to provide content knowledge about the science and technology, businesses, customers, and 
operations, and to provide leadership competencies. Alliances that succeed fully must recognize these 
needs, and assign staff at every level and at all levels of performance to execute the alliance. Executives 
managing the alliance must not underestimate the time and breadth of functional skill needed to make a 
relationship work. A strategic business case must be made to attract capable people to the integration team. 
Characteristics of team members from all the parties to the alliance must include the ability to work 
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effectively across functional and enterprise boundaries, to lead and direct teams with little supervision, to 
engage multiple stakeholders, to listen actively and communicate constantly, and to persevere in the face 
of short-term   adversity  . 
7. Get top leadership to commit, visibly and early—A clear, open, and explicit mandate from the top of 
both alliance partners is absolutely essential. The business case must be described in terms consistent with 
the strategies and priorities of each party, and must be reinforced frequently[20]. 
 
   The study showed that firms with high levels of technology and leader managers involvement in 
strategy development, investment in specific manufacturing capabilities, and worker participation also 
had high performance as measured by market share and sales. In addition, longitudinal case studies by 
Meredith and Vineyard ₃1993.  Found that the lower the firm’s performance, the lesser the role of 
technology and leadership in strategic decision making. This finding is similar to the other studies, but 
causal direction is reversed[20],[18]. 
 
   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 1:Linking technology and strategy to create competitive capabilities and improve performance[18]. 
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4-Conclusion 
  The primary purpose of this article is to investigate the research questions: do firms with a high level of 
advanced manufacturing technology and with a high level of manufacturing manager’s participation in 
strategy formulation have high levels of competitive capabilities and do firms with high level of 
competitive capabilities have greater customer satisfaction and improved   performance . 
   This finding is in contrast to early critics of advanced manufacturing technology ₃ Jaikumar, 1986. who 
maintained that manufacturing managers in the US applied this technology with a mass production 
mindset and achieved only lower labor costs. It would appear that an improving understanding of the 
technology and increasing involvement in strategy formulation have helped manufacturing man-agers to 
implement this technology successfully[1]. 
 
 
 
 
 
 
 
 
 
 
28   Ferial Zarrabi and Majid Vahedi  /  Procedia - Social and Behavioral Sciences  41 ( 2012 )  23 – 28 
References 
[1] Anderson, J.C., Rungtusanatham, M., Schroeder, R.G., Devaraj, S., 1995. A path analytic model of a theory of quality       
management  underlying the  Deming management method:  preliminary empirical findings. Decision Sciences 26 _5., 637–658. 
[2] Barney, J.B., 1991. Firm resources and sustained competitive advantage. Journal of Management 17 _1., 99–120. 
[3]Bayus, B.L., 1994. Are product life cycles really getting shorter? Journal of Product Innovation Management 11, 300–308. 
[4]Bergman, R.L., 1995. Integrating marketing, operations, and purchasing to create value. Omega 23 _2., 159–172. 
[5]Blackburn, J., 1991. Time-Based Competition. Business One Irwin, Homewood, IL. Bockerstette, J.A., Shell, R.L., 1993. Time  
 Base manufacturing. 
[6]Boynton, A.C., 1993. Achieving dynamic stability through information technology. California Management Review 35 _2 , 58–  
77. 
[7]Bresticker, R.B., 1992. American Manufacturing and Logistics in the Year 2001. Brigadoon Bay Books, Hoffman Estates, IL. 
[8]Carlsson, B., 1992. Management of flexible manufacturing: an international comparison. Omega 20 _1., 11–22. 
[9]Churchill, G.A., 1979. A paradigm for developing better measures of marketing constructs Journal of Marketing Research 16. 
64–73. 
[10]Cohen, W.M., Levinthal, D.A., 1990. Absorptive capacity: a new perspective on learning and innovation. Administrative     
Science  Quarterly35,128-152 
[11]Collis, D.J., 1991. A resource-based analysis of global competition: the case of the bearings industry. Strategic Management 
Journal 12,  49-69 
[12]Cooper, M.C., Innis, D.E., Dickson, P.R., 1992. Strategic Planning For Logistics. Council of Logistics Management, Oak 
Brook, IL. 
[13]Coyle, J.J., Bardi, E.J., Langley, C.J., 1992. The Management of Business Logistics, 5th edn. West Publishing, St. Paul, MN. 
Cronbach,   L.J., 1951. Coefficient alpha and the internal structure of tests. Psychometrika 16, 297–334. 
[14]Davis, D., Gibson, B., 1993. Responsiveness: redefining logistics management for the 1990s and beyond. Proceedings of the 
Twenty   Second Annual Transportation and Logistics Educators Conference. The Ohio State University, Columbus, OH, pp. 1–19. 
 [15] Michael Tracey   Mark A. Vonderembse  , Jeen-Su Lim, Journal of OperationManagement17₃1999.411–428                                                   
[16] Skinner, W. (1969, may-june).  Manufacturing   – missing link  in corporate strategy. Harvard Business Review, 136 – 145. 
[17] Hayes, R. H. &  Wheelwright,  S. C. (1983). Competing   Through Manufacturing. Wiley,  New York. 
[18] Ward, P. t.; Mccreery, J. K. & Anand, G. (2007). Business strate-gies and manufacturing decisions: an empirical examination 
of linkages. International   Journal of Operations & Production Management, 27 (9), 951 – 973.                                       
[19] Porter, M. E. (1996). Estratégia Competitiva: técnicas para análise de indústrias e da concorrência. Brasil, Rio de Campus. 
[20] Innovative Sourcing Strategies ,Pamela McNamara and Roland Andersson - Arthur D. Little 
http://www.caplix.com/pdf/innstrat.pdf 
 
 
 
 
 
